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EXTENSIONS OF REMARKS 
R.J. REYNOLDS STILL TARGETS 

OUR YOUTH AND YOUNG ADULTS 

HON. HENRY A. WAXMAN 
OF CALIFORNIA 

IN THE HOUSE OF REPRESENTATIVES 

Wednesday, July 30, 1997 

Mr. WAXMAN. Mr. Speaker, I rise today to 
share with the Members of this House an arti
cle that appeared in the May 28, 1997, edition 
of the Cleveland Free Times concerning R.J. 
Reynolds' new strategy to lure young people 
to smoke Camel cigarettes. 

Given the retirement of Joe Camel, you may 
have thought that RJR was going to put an 
end to its promotional campaign aimed at our 
kids. But this Cleveland Free Times article dis
closes that R.J. Reynolds has developed a 
multimillion-dollar cigarette marketing cam
paign that targets bars and clubs frequented 
by youth and young adults. The goal of the 
program is to create an alternative marketing 
campaign and cigarette distribution network 
that operates under the radar. The campaign's 
targets include clubs-some of which are all
age concert clubs-and coffee houses. In ex
change for cash, these bars and clubs give 
RJR exclusive rights to promote and sell 
Camel cigarettes in· their establishment. As 
part of this promotion strategy, RJR-paid per
sonnel mingle in the clubs to associate Camel 
cigarettes with what is cool. 

This insightful Cleveland Free Times article 
gives us fair warning that the tobacco industry 
will continue to use its own particular mar
keting genius to target our kids. This must be 
foremost in our mind as we begin to consider 
tobacco legislation and how we can best 
achieve our goal of reducing the deadly toll 
exacted by tobacco on the people of our coun
try. 

Mr. Speaker, I ask that the full text of the ar
ticle be printed in the RECORD so that my col
leagues may have an opportunity to read 
about RJR's club marketing strategy. 

CAMEL CLUBBING 

(By Mark Naymik) 
They do not wait in lines, show IDs, pay 

cover charges or purchase concert tickets to 
gain access to Cleveland's most popular bars 
and clubs. Once inside these venues, they are 
treated like low-budget celebrities, some
times drawing a small crowd, several hand
shakes, and admiring nods from bar and club 
staff members. 

They are Cleveland's Camel Club kids, a 
small group of twenty-something clubgoers, 
including Twig, Sheff, Ma-Ma, Frankie Boy 
and Don Vega, as they are known. 

On most nights, these fashionable men and 
woman, each armed with a black canvas bag 
filled with Camel cigarettes, slip in and out 
of more than thirty area bars and clubs, 
from the Grog Shop, a small East side con
cert club, to the Phantasy, Lakewood's in
dustrial-music dance club, to Ufia, Cleve
land's largest gay club located on the West 

Side. Their job: blend in with the bar and 
club patrons, make friends with the bar staff 
and offer smokers free Camel ci~arettes, R.J. 
Reynolds' premium brand. 

These Camel Club kids should not be com
pared to those candy-striped cigarette girls 
or miniskirt-clad alcohol peddlers, who at
tract a lot of attention but can be more an
noying than effective in enticing bar patrons 
to try their product. Camel Club kids look 
like they belong. They are R.J. Reynolds' 
ambassadors of cool. And they are the front
line workers in a relatively new, multi
million-dollar cigarette marketing campaign 
known as the Camel Club Program. 

The goal of the Camel Club Program-be
yond the obvious aim to increase sales of 
Camel cigarettes-is to create an altenative 
marketing campaign and cigarette distribu
tion network, one that will not be affected 
by changing federal regulations or the scores 
of tobacco-related lawsuits clogging the 
courts. In other words, R.J. Reynolds wants 
to create a sales program that no longer re
lies on Joe Camel, obnoxious givaways and 
promotions, or even vending machines to 
move its smokes. 

Cleveland is only one of about a dozen cit
ies in which R.J. Reynolds has begun to mar
ket its cigarettes through bars and clubs fre
quented by the twentysomething smoking 
crowd. 

A Free Times examination of the Camel 
Club Program in Cleveland reveals that R.J. 
Reynold already has a near monopoly on 
the sale of cigarettes in most of Cleveland's 
bars and clubs that cater to young crowds. 
R.J. Reynolds created this monopoly by 
spending more than $120,000 on marketing 
agreements with club owners, who, in turn, 
give Camel Club kids exclusive access to 
their es tablishments. R.J. Reynolds also has 
targeted coffeehouses-havens for young 
smokers-and concert clubs that feature all
ages shows. 

MONEY FOR NOTHING 

Several months ago, representatives from 
R.J. Reynolds and KBA Marketing, the 
young and progressive Chicago-based mar
keting firm that manages the Camel Club 
Program, came to Cleveland in search of 
trendy bars, restaurants, coffeehouses and 
concert clubs. About forty area nightspots 
made the scouting team's hit list. 

Next, KBA hired two Cleveland clubgoers 
with a knowledge of the city's nightlife 
scene and rented for them an office in the 
Bradley Building in Cleveland's Warehouse 
District. These clubgoers became KBA's 
Cleveland " city managers." Their job was to 
contact club owners on the hit list and sign 
them to a one-year contract giving R.J. Rey
nolds exclusive rights to promote and sell 
Camel cigarettes in their establishments. 

By mid-February, the city managers easily 
signed thirty bars and clubs to the program. 
Bar and club owners would have been foolish 
not to sign. First, R.J. Reynolds offered 
them cash, between $1,000 and $18,000, de
pending on the club's size and traffic flow. 
For instance, the Drip Stick, a sleepy coffee
house in the Warehouse District, received 
$1,000, while the Odeon, a concert club that 
features local and national rock and alter
native acts, received $17,800, according to 

club industry insiders. R.J. Reynolds puts no 
restrictions on how the money can be used. 

On top of the cash, R.J. Reynolds agrees to 
supply the bar owners with Camel beverage 
napkins, ashtrays, personalized matchbooks 
and bar paraphernalia like neon lights, a 
marketing tactic similar to promotions tra
ditionally done with beer and liquor products 
through local distributors. R.J. Reynolds 
also buys regular full-page advertisements in 
an entertainment publication in each city to 
collectively promote the clubs and helps in 
the printing of expensive glossy flyers fea
turing their concerts and special events. 

After the city managers signed the Cleve
land bar and club owners to a contract, they 
arranged a meeting with staff members of 
each venue to outline what they would get 
out of the program. 

Every bar or club staff member who 
smokes receives free Camel cigarettes, usu
ally a couple of packs, each time a Camel 
Club kid visits. The staff receives Camel pro
motional items like Zippo lighters, MagLite 
flashlights, T-shirts and hats. In return, R.J. 
Reynolds expects these bar staffers to pro
mote Camel cigarettes by smoking Camel 
products while they work, and by displaying 
individual Camel cigarettes behind the bar. 
"You notice more people asking to purchase 
cigarettes from you, increasing your tips. ' ' 
the city managers are supposed to tell the 
bar staff at their orientation meeting, ac
cording to KBA marketing materials. 

DEATH OF VENDING MACHINES 

Another goal of the Camel Club Program is 
the elimination of vending machines, which 
display competitors' cigarettes, such as Phil
ip Morris' Marlboro brands. To do this, 
KBA's city managers encourage bar and club 
owners to discontinue selling cigarettes in 
vending machines, and instead, exclusively 
sell Camel cigarettes displayed in small 
lighted kiosks placed behind their bars. 
Nearly all of the bars and clubs in the pro
gram have placed Camel kiosks, which hold 
forty packs of cigarettes, behind their bars. 
Here, too, R.J. Reynolds' sales pitch was 
hard to refuse: Eliminate the cigarette and 
vending machine distributors-the middle 
men- and pocket more cash. 

Using vending machines, bars and clubs 
earn roughly between 25 and fifty cents on a 
pack of cigarettes that retails in the ma
chine for about $2.75. R.J. Reynolds charges 
the clubs $1.52 per pack. So clubs that sign 
on with R.J. Reynolds can earn 97.5 percent 
profit on a pack of cigarettes that retails for 
$3 behind the bar. That's $60 profit every 
time they empty a kiosk. R.J. Reynolds also 
offers better service than traditional ven
dors. The Camel Club kids are on call to 
service the kiosk at all hours. If, for exam
ple, the club runs out of cigarettes in the 
middle of a concert, the bar manager can call 
one of the club kids, who will deliver fresh 
packs immediately. 

If a bar owner has a pre-existing contract 
with other cigarette companies and vending 
machine distributors, R.J. Reynolds expects 
the bar's owner to request from the vending 
machine operator that it " convert the top 11 
columns" of the machine to Camel brands. 

New FDA regulations that will take effect 
later this summer prohibit all bars, clubs 
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and restaurants that serve patrons under 21 
from selling cigarettes in vending machines. 
By getting club owners to agree now to sell 
Camel exclusively, R.J. Reynolds is effec
tively locking out other cigarette makers 
from entering the bar when the regulations 
take effect. 

THE " UNDER THE RADAR APPROACH" 

KBA launched the Camel Club Program in 
late 1994 in Chicago, and quickly introduced 
it into New York, Dallas and Los Angeles. 
The Camel Club Program's style has a lot to 
do with KBA and its founder, Kevin Berg, a 
former club owner. 

Berg does not hire "suit and tie" corporate 
types; he hires men and women who have 
nightclub experience and who are on the cut
ting-edge of fashion and pop culture. People 
with such experience and style are easily ac
cepted into the club scene and carry far more 
" credibility" than the often stiff corporate 
cigarette representative. 

Twig, for instance, on a recent visit to the 
Odeon concert club, wore thick, black-rim, 
retro-styled glasses, a leather coat that hung 
below his waist, wide-leg blue jeans, and red 
shoes. His demeanor was relaxed , as he made 
little effort to distribute the cigarettes. He 
gave a few packs of Camel cigarettes to 
Odeon staff, laughing with them as if he were 
an old fraternity buddy. He then took a seat 
for the show. During a recent visit to the 
Brillo Pad, a dimly lighted lounge with a 
soothing beat, Camel Club kid Don Vega 
walked behind the bar and served himself an 
orange juice, passed a few packs of cigarettes 
to friends and the bartender, played a game 
of chess with the owner, and left. 

Being associated with a "cool" scene is the 
image R.J. Reynolds wants to build. " By op
erating in the nightlife scene, the objective 
is to directly reach trend influencers, the 
people that start and maintain trends. Our 
·association with trend influencers * * * will 
have a lasting impact on clubgoers who will 
begin to associate Camel with what is 
'cool '" reads KBA's marketing material. 

KBA believes by using the Camel Club kids 
and " interacting with the club patrons using 
a low-key, under the radar approach, is our 
best way to establish that we understand and 
are a part of the scene." 

Once in the scene, Camel Club kids, who 
are paid hourly and typically work 4 to 6 
hours a night, try to convert smokers to 
Camel by offering smokers fresh, full packs 
of Camels in exchange for their remaining 
non-Camel cigarettes. In return, the smokers 
are supposed to fill out an address card, 
known as the "name generation" card, which 
is passed back to R.J. Reynolds. 

According to KBA's marketing plan. "This 
personal approach to selling is designed to, if 
executed effectively, convert the smoker to 
Camel and show the adult smoker that 
Camel is 'cool' by the way we establish this 
subtle interchange." 

KBA declined to comment for this story 
and instead, asked R.J. Reynolds to respond 
to the Free Times. R.J. Reynolds did not con
tact the paper before deadline. 

BIG HAIR AND BUBBLE GUM 

If R.J. Reynolds ' stated goal is to influence 
trendsetters and be associated with " cool, " 
one has to wonder why KBA city managers 
targeted and signed Club 1148, a discotheque 
in the Flats. 

Club 1148 is anything but hip, the only 
trendsetters that hang out here are those 
left over from the '80s. On a recent Saturday 
night, for example, hairsprayed women in 
tight frosted jeans flounced around the dance 
floor as bare-chested men in vests watched 
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form the sidelines. Many of the club's smok
ers chewed gum while they took long, re
hearsed drags on Camel cigarettes. 

So why is R.J. Reynolds paying Club 1148 
$5,000 for the right to distribute its ciga
rettes? The answer may lie in the club's de
mographics. The club is open to 19-year-olds. 
And while KBA marketing materials state 
its goal is to " convert adult smokers at least 
21-years-old, " R.J. Reynolds needs to influ
ence existing young smokers because they 
are less brand loyal, and therefore, more 
willing to try and then possibly stay with 
Camel cigarettes. 

Reaching young smokers is perhaps the 
same reason R.J. Reynolds is interested in 
coffeehouses, which attract young smokers. 
Coffeehouses are far more trendy than Club 
1148. 

The clubs that receive the most money 
from R.J. Reynolds are the concert clubs, in
cluding the Agora, Peabody's DownUnder, 
Grog Shop and the Odeon, which often fea
ture all-ages shows. It also invests heavily in 
promoting bands on behalf of these venues. 
Club tie-ins and joint sponsorship of bands 
are the cornerstones of the Camel Club Pro
gram. This is R.J. Reynolds ' way of rein
forcing the message that it is supporting the 
' 'scene.'' 

" Camel events are the single most impor
tant way that we leverage our relationship 
with [Camel Club Program] venues, " says 
the KBA marketing plan. 

Dan Kerner, senior director of advertising 
and marketing for Belkin Productions, the 
concert promotion company that owns the 
Odeon, says the Camel Club Program helps 
promote artists he wants to showcase. " It's 
another good marketing tool ... the biggest 
bonus to us is the program helps get the 
word out on the street," says Kerner about 
the additional advertising dollars and print
ed flyers he receives through the program. 

Asked if he thought R.J. Reynolds could 
reach minors by promoting all age-shows, 
Kerner says he uses the program to tie into 
events that appeal to an older population, 
like the recent Me'shell Ndege'ocello con
cert. 

"It's a great program for us," says Kathy 
Simkoff, who runs the Grog Shop on Cov
entry and received $7000 from R.J. Reynolds. 
She says the Camel Club Program's primary 
goal is to help clubs with promotion, not dis
tribute cigarettes to patrons. Simkoff says 
the Camel Club kids have been "very care
ful " not to distribute cigarettes to minors 
attending concerts and she often does not 
know they are in the club. 

"They don't get in your face like the 
Jagermelster girls," she says, referring to 
hired models who troll Cleveland bars, push
ing the sweet alcoholic Jagermeister shoot
er. 

Similarly, John Michalek of Peabody's 
DownUnder, an all-ages concert club in the 
Flats which reportedly received $9,000 from 
R.J. Reynolds, says the program helps him 
promote shows and he "has not seen any 
problems" with the distribution of cigarettes 
to minors. 

But anti-smoking groups see the Camel 
Club Program as a campaign to attract un
derage smokers. 

"R.J. Nabisco 's Camel Club Program is 
just another strategy to seduce young people 
both over and under the age of 18 to use their 
deadly product, and is another indication as 
to why independent oversight of tobacco in
dustry advertising and promotion is essen
tial," says Lucinda Wykle-Rosenberg, re
search director for INFACT, a national cor
porate watchdog organization. INF ACT is 
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currently sponsoring a boycott of products 
made by R .J. Reynolds- which owns Nabisco 
foods-because of its cigarette marketing 
campaigns. Wykle-Rosenberg says the Camel 
Club Program is a campaign to get around 
anticipated regulations. 

What has long upset this group and other 
dedicated anti-tobacco groups are the alarm
ing death rates associated with smoking and 
the rate of addiction among teenagers. The 
Centers For Disease Control says 400,000 
Americans die every year from tobacco-re
lated diseases, and has reported that smok
ing rates for students in grades 9- 12 in
creased from 27.5 percent in 1991 to 34.8 per
cent in 1995. A 1996 University of Michigan 
study released in 1996 showed smoking 
among high school seniors has increased to 
the highest level in 17 years. And it is the de
mographic group, anti-tobacco advocates 
worry, that is attracted to such campaigns 
as the Camel Club Program. 

"It's the Camel blitz," says one local bar
tender and Camel Club Program participant, . 
who does not smoke. "The Camel kiosks are 
everywhere." 

Editors' note: In the spirit of full disclo
sure, we want to point out that the Free 
Times has run cigarette ads periodically. But 
as Mark Naymik's piece demonstrates, our 
business policy to accept such ads has had no 
impact on our editorial policy. 

Area bars and clubs participating in the 
Camel Club program include: Agora, Euclid 
Tavern, Grog Shop, Peabody's DownUnder, 
U4iA, Odeon, Phantasy Complex, Club Vi
sions, Whisky, Wilbert's, 6th Street Under, 
Galaxy Lounge, Brillo Pad, Club 1148, 
Edison's Pub, Lincoln Park Pub, Treehouse, 
Market Avenue Wine Bar, Red Star Cafe, 
Literary Cafe, Firehouse Brewery, Uptowne 
Grille, Hi & Dry, The Last Drop, La Cave du 
Vin, The Humidor, The Drip Stick, Rhythm 
Room. 

SOCIAL SECURITY 

HON. LEE H. HAMILTON 
OF INDIANA 

IN THE HOUSE OF REPRESENTATIVES 

Wednesday, July 30, 1997 
Mr. HAMIL TON. Mr. Speaker, I am inserting 

my Washington Report for Wednesday, July 
30, 1997 into the CONGRESSIONAL RECORo': 

THE OUTLOOK FOR SOCIAL SECURITY 

The aging of America is a significant fac
tor in the growth of federal spending. Not 
only do we have more people in the popu
lation over 65, we also have a slowdown in 
the growth of the workforce. The proportion 
of the U.S. population that is elderly will in
crease dramatically in the second and third 
decades of the next century, as the baby 
boomers-those born between 1946 and 1964-
retire. As these population shifts occur, the 
federal budget increases automatically be
cause it is the principal source of income 
support and medical care for older people. 

Federal programs that serve older people
Social Security, Medicare, and parts of Med
icaid-have replaced national defense as the 
dominant category of federal spending, with 
the federal government now spending well 
over twice as much on older Americans as we 
spend on national defense. Social Security 
now constitutes the major source of income 
for most retirees. Covering more than 95% of 
the labor force, Social Security is an im
mensely popular program. 

The Social Security program is currently 
in good financial shape, but the long-term 
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changes in the workforce will place a major 
strain on its ability to pay full benefits for 
the baby boomers' retirement. So funda
mental questions are being asked about 
whether the Social Security system should 
be sustained, reduced, or even replaced. 

DIFFERENT APPROACHES 

There are four broad approaches for bring
ing financial balance to the future of Social 
Security. 

One approach is to have some combination 
of benefit cuts and tax increases that would 
restore long-run financial balance without 
changing the system in fundamental ways. 
Benefits can be cut by lowering the amounts 
paid each year or by raising the normal re
tirement age. For example, under current 
law the normal Social Security retirement 
age will be raised from 65 to 67 by the year 
2027; some are suggesting that this transition 
be accelerated while others suggest raising it 
to 70. Benefits can also be cut back by reduc
ing the size of the automatic cost-of-living 
adjustments. Taxes can be increased by in
creasing the payroll tax, increasing the aver
age covered wages, and broadening the tax 
base to include some currently tax-exempt 
benefits. Although benefit cuts or tax in
creases could help shore up the program, 
they are not politically popular, and passage 
would be difficult. 

A second approach is to means test Social 
Security-reducing benefits to relatively 
well-to-do beneficiaries. For example, one 
proposal is to make wealthier retirees ineli
gible for Social Security cost-of-living ad
justments. Proponents of means testing 
point out that currently some 1.5 mlllion So
cial Security recipients have annual incomes 
over $100,000. This approach has some appeal, 
but it is subject to the criticism that it 
would discourage savings because those who 
saved during their working years would find 
income from those savings indirectly taxed 
through reduced Social Security benefits. It 
also raises difficult administrative problems, 
encouraging potential beneficiaries to con
ceal assets by moving them abroad, placing 
them in trusts, or shifting them to children. 

The third approach is to privatize the ex
isting Social Security system. The main pro
posal is that we move to a system of manda
tory Individual Retirement Accounts, allow
ing workers to invest the savings directly in 
higher yielding assets than government secu
rities. Most privatization proposals would 
not be pure-the system would still protect 
workers with low earnings and those who be
come disabled. The Individual Retirement 
Accounts would be combined with a low
level uniform benefit and disability insur
ance. 

The privatization approach prompts some 
criticism. It requires a sizable Social Secu
rity payroll tax increase over a long transi
tion period to function. These taxes are nec
essary because it would not be good policy or 
politically feasible to cut benefits sharply 
for current retirees or to change the rules for 
those about to retire. There are also con
cerns that a privatized program would not 
provide sufficient support for workers with 
low lifetime earnings and that less-skilled 
workers will have difficulty making in
formed investment decisions. Privatization 
approaches attract political support espe
cially among high earners. 

How Social Security invests its reserves 
also affects the program's outlook. Under 
current law, Social Security reserves are in
vested in special Treasury securities that 
yield a return of about 2-3% greater than in
flation. Some propose investing part of the 
Social Security reserves in a broad index of 
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private securities. Critics fear that Social 
Security benefits could be threatened if the 
stock market goes down and also worry that 
this approach would enable the federal gov
ernment to exercise inordinate control over 
private companies as a dominant share
holder. It is possible that arrangements 
could be established to prevent such control 
of companies whose shares would be rep
resented in the broad portfolio. 

A four th main approach to shoring up the 
Social Security system recognizes the need 
to go beyond specific program changes to 
consider the broader economic environment. 
Since Social Security depends on payroll tax 
revenues to support it, it is very sensitive to 
changes in the economy and workforce pro
ductivity. That means we need to continue 
to implement strong growth-oriented poli
cies for the economy that include balancing 
the budget and keeping it balanced. 

CONCLUSION 

My view is that the existing Social Secu
rity system has many advantages. The sys
tem is progressive in offering larger benefits 
relative to lifetime earnings for lower earn
ers than for higher earners. It protects vir
tually all of the retired population. Its ad
ministrative costs are low and its benefits 
are indexed for inflation. Most Americans 
now rely on it heavily, so we must be very 
cautious about any major changes. The pro
jected costs of Social Security in the future 
are high, but if carefully planned and han
dled, these costs are manageable. 

(Material taken from "Setting National 
Priorities" by the Brookings Institution) 

LEGISLATION IN SUPPORT OF 
RELIABLE WATER SUPPLY 

HON. RICK HILL 
OF MONTANA 

IN THE HOUSE OF REPRESENTATIVES 

Wednesday, July 30, 1997 
Mr. HILL. Mr. Speaker, I rise today to intro

duce legislation that will ensure the Assinl
boine and Sioux people of the Fort Peck Res
ervation and the surrounding communities in 
my home State of Montana a safe and reliable 
water supply. The Fort Peck Reservation, with 
a population of over 10,000, is one of the larg
est reservations in the United States. This res
ervation suffers from a 52-percent unemploy
ment rate and many of its residents suffer 
from high incidents of heart disease, high 
blood pressure, and diabetes. A safe source 
of water is needed to improve the health sta
tus of the residents and encourage economic 
self-sufficiency. 

This legislation delivers those needs for the 
residents of the reservation and the nearby 
communities. Building upon a consensus
based water compact, this legislation author
izes a municipal, rural , and industrial water 
system for the Fort Peck Reservation and the 
surrounding communities oft the reservation. 
This project will benefit the entire region of 
northeast Montana and, accordingly, has the 
support of the residents of the Fort Peck Res
ervation and the Tribal Council of the 
Assiniborne and Sioux Tribes, and a member 
of the conservation districts surrounding the 
reservation. 

The people in this region are plagued with 
major drinking water problems. In one commu
nity, the sulfate levels in the water are four 
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times the standard for safe drinking water. In 
four of the communities the iron levels are five 
times the standard. In all of the communities 
throughout the reservation the groundwater 
exceeds the standards for total dissolved sol
ids, iron, sulfates, nitrates. In some. instances, 
minerals such as selenium, manganese, and 
fluorine are found in high concentrations. 

Several local water systems have had oc
currences of biological contamination. As a re
sult, the Indian Health Service has issued sev
eral public health alerts. In most of the res
ervation communities, the residents are forced 
to buy bottled water at a cost of at least $75 
a month. Those who cannot afford to buy bot
tled water must continue to use the existing 
water sources, at great risk to their health. 
This is true although an ideal source of safe 
water, the Missouri River, flows near their 
homes every day. In short, Mr. Speaker, the 
very health of the residents depends on con
struction of this project. 

Besides the need for drinking water, a new 
source of water is needed to protect the live
stock operations. A major constraint on the 
ranching industry at Fort Peck has been a lack 
of available watering sites for the cattle. This 
water system would provide the needed pas
ture taps for livestock watering which would 
boost the local economy: In addition, distrib
uting livestock water to pasture taps at dif
ferent locations throughout the range would be 
an effective measure for soil conservation and 
range management. 

Finally, the future water needs of the region 
are expanding. Current census data show the 
reservation population as increasing over 30 
percent in the next 20 years. The people of 
the reservation and surrounding communities 
are clearly in desperate need of a safe and 
good source of drinking water. 

The solution to this need for an adequate 
and safer water supply is a water system that 
will deliver a safe and adequate source of 
water to the residents of the region by using 
a small amount of the water in the Missouri 
River to meet these needs. The same type of 
system has been successfully used throughout 
the Dakotas. 

The people of the Fort Peck Indian Res
ervation and the region only ask for a neces
sity of life: good, clean, safe drinking water. 
Mr. Speaker, I am proud to say that this bill 
delivers those basic necessities and helps fos
ter much needed economic benefits. 

TRIBUTE TO GORDON HEIGHTS 

HON. MICHAEL P. FORBES 
OF NEW YORK 

IN THE HOUSE OF REPRESENTATIVES 

Wednesday, July 30, 1997 

Mr. FORBES. Mr. Speaker, I rise today to 
pay tribute to Gordon Heights, Long Island as 
its residents mark the 70th anniversary of this 
community's creation this year. I ask all of my 
colleagues in the House of Representatives to 
join me in honoring my friends and neighbors 
in Gordon Heights, as they celebrate their 
community's historic anniversary on August 
16, 1997. 
. A community of caring, friendly people, Gor
don Heights is a place where neighbors help 
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neighbors and all residents share in the pride 
of their hometown. So much of that pride is 
generated by the great work of the Greater 
Gordon Heights Civic Association, who 
through their kind and caring acts have come 
to truly personify the selfless attitude that is 
the hallmark of small town America. Students, 
working mothers, senior citizens, children, vet
erans and so many others in the Gordon 
Heights community have benefited from the 
civic association's charitable efforts and edu
cational programs. 

As the Greater Gordon Heights Civic Asso
ciation has shown, a community's collective 
civic pride is manifested through the actions of 
its residents. This evidenced once again by 
the members of the Gordon Heights Volunteer 
Fire Department, who are celebrating the 50th 
anniversary of dedicated service to this Long 
Island community. Concerned only with saving 
the lives and property of their neighbors, and 
compensated only by the gratitude of those 
they protect, these volunteer firefighters an
swer the call for help in the dead of night, on 
brutally cold mornings and in the face ·of grave 
danger. The Bible teaches us that we can 
show no greater love than to lay down our life 
for a brother. Clearly, the members of the Gor
don Heights Volunteer Fire Department have 
demonstrated the greatest love for their neigh
bors and community. 

One of the truest tests of a community's 
character is reflected in the way its children 
assume the responsibilities of adulthood. To 
gauge the depth of the character of this com
munity, one need look no further than Gordon 
Heights resident Michelle Teachey, the first Af
rican-American student to earn the privilege of 
being the valedictorian of her graduating class 
at Longwood High School. A volunteer with 
the Greater Gordon Heights Civic Association, 
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Michelle Teachey has achieved so much 
through the love and guidance of her family 
and friends. Realizing her responsibilities as a 
role model, Michelle returns that support by 
volunteering for critical community anti-drug 
programs that provide the children of Gordon 
Heights with meaningful alternatives to the 
ruination of substance abuse. 

Mr. Speaker, every Gordon Heights resi
dent, past and present, is part of the proud 
legacy of this Long Island treasure. That is 
why I ask my colleagues in the U.S. House of 
Representatives to join me in saluting the peo
ple of Gordon Heights as they mark this his
toric anniversary. Congratulations. 

SENATE COMMITTEE MEETINGS 
Title IV of Senate Resolution 4, 

agreed to by the Senate on February 4, 
1977, calls for establishment of a sys
tem for a computerized schedule of all 
meetings and hearings of Senate com
mittees, subcommittees, joint commit
tees, and committees of conference. 
This title requires all such committees 
to notify the Office of the Senate Daily 
Digest-designated by the Rules Com
mittee-of the time, place, and purpose 
of the meetings, when scheduled, and 
any cancellations or changes in the 
meetings as they occur. 

As an additional procedure along 
with the computerization of this infor
mation, the Office of the Senate Daily 
Digest will prepare this information for 
printing in the Extensions of Remarks 
section of the CONGRESSIONAL RECORD 
on Monday and Wednesday of each 
week. 

July 30, 1997 
Meetings scheduled for Thursday, 

July 31, 1997, may be found in the Daily 
Digest of today's RECORD. 

MEETINGS SCHEDULED 

AUGUST1 
9:30a.m. 

Rules and Administration 
Business meeting, to consider the status 

of the investigation into the contested 
Senate election in Louisiana. 

SR-301 
Joint Economic 

To hold hearings to examine the employ
ment-unemployment situation for 
July. 

1334 Longworth Building 
2:00p.m. 

Judiciary 
' Administrative Oversight and the Courts 

Subcommittee 
To hold hearings to examine the negative 

impact of bankruptcy on local edu
cation funding. 

SD-226 

SEPTEMBER4 
9:00a.m. 

Agriculture, Nutrition, and Forestry 
To hold hearings to examine rural and 

agricultural credit issues. 
SR-332 

POSTPONEMENTS 

AUGUST 1 
10:00 a.m. 

Judiciary 
Administrative Oversight and the Courts 

Subcommittee 
To hold hearings to review the operation 

of the FBI crime laboratory. 
SD-226 
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